Abstract: There has been a major change in the company's assets structure after the year 2000, which is reflected in the massive decline of fixed assets participation and the increase in the intangible assets participation. This change was not appropriately accompanied by accounting standards and principles that are still adjusted to the capital assets value. Hence the accounting value of the many companies' assets is far from its market value, which is negatively reflected on rendering business and investment decisions, and, ultimately, on the business activity results. Special attention is devoted to branding products and services in the contemporary businesses, as a model forlong-term competitive market advantage acquisition and business and financial performances improvement.
Introduction
At the beginning of the XXI century, the economic environment changes are more rapid and intensive than they have ever been before. The individuals' and organizations'constant need to keep up with the changes, and be ahead of competition caused a drastic change in views and understandings of the values and goals that companiesrepresent to their Managing Board. According to the empirical indicators, by the year 2000, fixed assets comprised the most significant share of most companies' assets and their acquisition was the primary goal in the business. Our, contemporary economic time is marked by the radical changes at the market (local, domestic, regional, global) , and consequently, investing in the intangible assets represents the basis for making profit and successful positioning companies in the market.
Contemporary environment is characterized by intensive company knowledge in the field of high information technology, automobile, pharmaceutical, and other branches of industry. In the industrial era of economy, companies created values through application of tangible assets (company buildings, equipment and installations, land, different kinds of stocks, etc.). The company value is today estimated not only according to the total turnover, market participation or the ratio between the market price and the net income per stock, but according to intellectual capital such as branding, customer loyalty, organizational culture, etc. Traditional accounting is based on indicators such as rate of return on capital or income per stock, but this and similar indicators do not manifest enough about the company performance to the investors.
The fixed assets acquisition and creation is a rather costly process, but what is even more complex is its management in an adequate manner with the aim of makinga desired gain. The best instance for that are the enormous investments the companies in the field of high technology make in order to acquire ownership over small companies, above all, because of fixed assets they wish www.japmnt.com to obtain, such as the systems that are available to the company, consumer relations, technicians' knowledge and expertise, etc. Although intellectual assets are not tangible and visible, they can be managed, and consequently, they need to be adequately estimated. Analysts and consultants have developed appropriate standards designed in order to express more accurately the brand and other sorts of intangible assets value, in order to compensate for the lack of the traditional accounting and financial report.
Role and importance of company's intangible assets
Fixed assets have always been in the middle of the economic scene, as a basis of all transactions and primary means of business activity. Changes that occurred in the last years and the current state of the global industry indicate to the growing significance of intangible assets in companies' property. Issue of intangible investments is current and important, especially in the era of developed information technologies, which is primarily characterized by the speed of the quantitative and qualitative changes. The global economic crisis, hitting the global economy, has had an influenceon all elements in the economic environment, and the intangible investments as well, they have become more important in the years of recession.
The intangible assets investment problem is particularly popular because it is in the field of the knowledge economy, which is based on the two main resources, knowledge and information. Being successful means constantly investing in development and professional training of the human resources, owning knowledge, expertise and information, and knowing how to use them in the right moment. Intangible resources investment is popular primarily in postcapitalistic societies, as highly developed ones, but also in the post-socialistic society that undergoes a period of transition and is preparing to enter the global market.
Tendencies of expenses increase in research and the intangible assets development, increase in investment value in acquisition of intangible property through the common investments (acquisitions) and benefits that such investment brings, with obvious advantages that employer is provided with when using intangible property as opposed to the fixed propertyhave been noted in the contemporary businesses in the previous years. Besides, the income that intangible investments provide to the economy subject that owns them, are rising.Backwardness of the traditional indicators used for the intangible property evaluation is pointed out, and there is a growing need forcreation of the new evaluation system for intangible investments. Furthermore, problems of inadequate enlightenment and displaying of intangible property according to the accounting standards, rules and guidelines that are imposed by the International accounting standards and that economy subjects are bound to apply while acknowledging and evaluating intangible property.
At the beginning of the XXI century, organizations with extensive knowledge, have become substitute for capital intensive companies, and knowledge and information are invaluable for successful business operating, stationing and survival at the competitive global market. Investments in intangible assets are mostly present in organizations of the developed world, but they are also necessary in companies in developing countries, increasing their possibilities of entering the developed global markets. Owning relevant information, knowledge and expertise represent the source of competitive advantage at the market determined by globalization, competition and openness.
Information technology development has accelerated the process of research and development of intangible assets. Investing into companies' intangible assets is www.japmnt.com conditioned by growing consumer expectations concerning quality, quantity and consistency of their products, services and ideas. Innovation process in the contemporary economy imposes on companies the need to protect their discoveries through patents, licenses, or some other forms of intangible assets.
On the other hand, the accounting is based on traditional principles created according to needs and model of fixed assets, therefore problems concerning accounting treatment of intangible investments occur in reality.
Valid accounting standards regulating investments into intangible assets need to be brought up to date by new financial and non-financial indicators with the aim of showing more realistic financial reports. Intangible investments problem is present the most in the field of economy, law and administration, but it can also be said that it affects all elementsconnected to the economy, because there is no branch in which research and development, expertise, knowledge and information aren't present, and where they don't represent a crucially important element ofprogress and growth.
Information era has brought along a number of changes that are becoming more visible in the economic environment. The most important resources are becoming the ones that are physically intangible, and intangible assets are becoming the source of competitive advantage. The most valuable intangible assets relate to the consumer relations, expertise and knowledge of the employees, information technologies and the organizational culture open to innovations, problem solving and the overall advancement of organization (Kaplan et all, 2000) . Successful, companies with extensive knowledge operating in business in fields of high technologies, science, Internet and service sector, as well as a smaller number of companies from the field of building materials, gas, chemicals, wide consumption products and retailing production, do business within systematic, carefully planned and executed innovative processes (Lev, 2000) .
Intangible investments are acknowledged and evaluated in accordance with the, IFRS 38-Intangible assets, IFRS 23-Renting expenses, IFRS 36-Property value and the other relevant standards (Group of authors, 2010) diminution. Intangible investments, i.e. assets, represent non-monetary property that can be identified even though it does not have a physical feature. According to the International accounting standard 38-Intangible investments, asset represents a resource of an economic subject:
 that controls economy subject and is a result of previous events (its purchase or production) and  from which economy subject expects influx of future economic benefits.
Intangible assets can be observed from both legal and market perspective. The first group comprises of intangible assets such as patents, licenses, author rights, trademarks, goodwill; while the other group would consist of knowledge, know how, activities related to the cooperation with the clients, etc. Intangible assets observed from the legal aspect are called, in one word, intellectual property and are subjected to legal protection, while the other category is characterized by efficiency and efficacy in operating, productivity, customer satisfaction, market value of the business association, stock value at the market.
There have been major changes in the size and importance of intangible investments at the corporative level in the last three decades. According to that, for example, the value of intangible investments has increased in the USA more than five times in the last twenty years. The relation between market and bookkeeping value (M/B indicator) 1 for companies that in Management -New Technologies, International Vol. 4, No.1, 2016. 4 www.japmnt.com index calculation S&P 500 2 exceeded 6,0, thereby indicating that five of every six United States dollars (USD) of the corporative market value are missing in the balance sheet (Lev, 2000) .
Value of the share capital invested in the intangible assets in the USA has reached the amount of 5 thousand billion dollars (USD) which is almost half of the market value of all of companies in the USA (Hand, Lev, 2004 It wasn't until after the World War II, in America, that brand as we see it today, was created, and for multiple reasons. Industrial capacities created during the war with the aim of satisfying military needs, were redirected to satisfying man's consumer needs, thereby a huge number of new products that had the need to differentiate from one another, appeared. An average citizen's economic power grew, enabling them to be able to afford far more goods for themselves, shopping became trend, hoarding of goods and products became a cure and consolation after the war depression and dearth.
Distribution of mass media has won a critical group of followers (buyers, listeners, watchers) and thus covered a circle of potential customers. In this circumstances, advertising agencies became essential in mediation between sellers and buyers, which were, in the overall race for the part of the audience, coerced into creation of new spaces for advertising as well as new spaces for drawing attention. Theoretically developed semiology and psychology gave access to methodological principles of useful communication in advertising. Postmodern in art, and postindustrial revolution, i.e. final transfer from trade in goods to trade in information (information society, electronic era) -have created a brand as we know it today.
In the 1980's some of the strongest producers in the world began to stagger. Corporations were too big: they owned too much, hired too many people, and were overwhelmed from too many 'sides'. The production process itself: running the factory, responsibility for thousands of workers with full working hours and fulltime employment, began to seem less like a shortest way to success, and more like something unreliable. At the same time, new kind of corporations appeared as a rival to the traditional big producers, looking for its place in marketing. Those were Nike and Microsoft, and later Tommy Hilfiger and Intel. These pioneers bravely held opinion that production of goods was only a secondary part of their operations and that owing to the recent victories in freeing the trade and labor force law reform they are now able to have their goods produces by producers by contract, many of which are 'across the pond'. Their actual job is not production, but marketing, and this formula turned out to be extremely profitable.
Brands have major functions for the company, too. Firstly, they simplify handling products and their monitoring. Brands help organize supply data bookkeeping data. Through brand, a company can legally protect unique features or aspects of a product (Constance, 1995) . Brand name can be protected by registered trademarks; producing processes can be protected by patents; packing can be protected by authors' rights and design. Cited laws to intellectual property enable company to freely invest in brand and make profit from the just as valuable assets.
Brands can represent synonym for a certain quality level, so that satisfied customers can choose that product (Tulim, 1998) again.
Brand loyalty enables predictability and demand certainty to a company, and it also creates boundaries that make it more difficult for the other companies to get in the market. Loyalty can stimulate readiness to pay a higher price. Competition may be able to easily copy production processes and product design, but they surely wouldn't be able to easily compete with permanent impressions in the consumers' and organizations' consciousness which are created through years of marketing activities and experiences with a product. From that point of view, branding represents a powerful means of ensuring rival advantage.
Brands today represent an extremely worth property of companies which can affect consumers' behavior, which can buy and sell, and which ensures certain future profits for its owner (Bymer, 1991) . Starting from the middle of 1980's when there was an industry growth and numerous mergers and acquisitions, huge amounts were paid for brands. On one side, justifications for higher price were assumptions thatextra profits would be derived and made through brand, and on the other side, those were huge difficulties and expenses of creating a similar brand from the very beginning. On the stock market it is considered that strong brands affect better income and profit performances of companies, which creates higher value for shareholders too. Higher management has lately been showing interest in brands, which is mostly outcome of the exact cited financial reasons (Keller, 2000) .
Financial brand evaluation
All participants at the market tend to create a prestigious brand and loyal customers but there is many more of those whose efforts to reach these goals ended unsuccessfully. Brand is used in order to identify products and services, as well as producers and sellers. Purchase of famous brands brings along lower risk of wrong purchase, but it also establishes specific emotional relations to the brand, 'connection' with other people using the same brand, etc. What arises from that is that 'extra value' that consumer gains by purchasing a certain brand is a consequence of an entire line of benefits that a brand offers to a consumer. On the other hand, it is evident that companies themselves have major benefits, therefore, more successful companies are the ones that have stronger and more famous brands in their portfolio (Veljkovic, 2010) .
From the manager's perspective, brand impact can be seen from two basic points of view Veljkovic, Djordjevic, 2010):
1. Impact from the aspect of value creation for consumers which is considered through the brand impact on increased total created and delivered value consumers gain by purchasing certain products and services. This point of view implies analysis to what extent brands increase value to consumers and have impact on purchase size growth or they enable price growth considering that they increase total sum of created and delivered value.
2. Impact from the aspect of economic value creation for companies. Brand has a significant impact on companies' performances that are measured in companies' nonmaterial values (goodwill). Companies that have the highest market value are certainly the ones with strong and recognizable brand. Volume of sales and economic value are directly connected with consumers, bearing in mind that volume of sales is a result of number of consumers and size of purchase. Profit estimation, is largely, besides from know-how, licenses ownership, exclusivities for certain markets, etc. connected to the brand size.
Transferring from industrial into information, or knowledge based society, is largely changing the basis of companies' www.japmnt.com future growth and development. A huge number of companies realizes that knowledge is the most significant source of social and economic development, and most powerful weapon for gaining competitive advantage. In these circumstances, a question of adequate way of brand evaluation as part of intangible assets arises. Reasons for intangible assets evaluation are commercial, accounting, tax, etc. needs, such as (Contractor, 2001) : selling a company, managers, acquisitions, purchase, selling or auctioning off separable assets such as brand, patents, property rights, data bases or technology, tax liability calculations, strategy alliances creation, research and development managing, collateral financing, etc.
Adequate evaluation of brand value will enhance external financial report through which it will lower differences between company's bookkeeping and market value. Besides, companies will have data of real value of their assets which will improve additional capital drawing and have positive influence on potential investors. Managing needs within a company impose need for brand value estimation, because brand and other intangible assets management requires more attention and more complex approach, as opposed to fixed assets management. Adequate intangible assets management provides feedback to the management for making business decisions and business enhancement altogether. There is causal link between ways of calculating brand value because models about consumers' attitudes are often incorporated in models for calculating brand value according to financial-market indicators, because brand value is also determined according to basis of predicting and market position strength.
Conclusion
Changes that occurred in the previous years at global level and current state of industry point to the growing significance of intangible property in company's assets. Investing into intangible assets is especially popular because it falls into the knowledge economy, which is based on two basic resources, knowledge and information. Elements of success are constant investment in development and professional training of human resources, owning knowledge, experience, information, and their application in the right moment. Traditional indicators used for intangible assets evaluation are becoming inadequate and there is a growing need for creation of new evaluation system for intangible investments. Problems of inadequate intangible assets revealing and displaying according to the accounting standards, and which private sectors are obligated to apply when acknowledging and evaluating intangible assets,are also getting significant attention.
In contemporary market conditions, companies that seek long-term successful business operation have to build strong and successful brand. Brand is one of key factors in business success, and creation and development of a strong brand should be an imperative in every company's operating. The most important element of success at the market are its consumers, i.e. what they know, feel and think about a certain product. Brands have become main means of marketing rule and making profit. That is why an adequate brand value evaluation which will enhance external financial reporting and have effect on lowering the differences between bookkeeping and market value of a companyis necessary. Companies will gain trustworthy data of their assets' actual value, which will have a positive effect on potential investors, it will provide efficient company management and business enhancement altogether.
